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Culture is notoriously difficult to define. You might know culture when you see it, but could you 

describe it? For us, culture means the behavioural norms shared by a group of people – the things that 

are learned socially, rather than inherited genetically. So culture doesn’t drive the desire to eat, but it 

plays a big part in determining what food you choose.

It’s also constantly on the move. Some aspects of it faster than others. Anthropologist Grant 

McCracken divides it into ‘fast’ and ‘slow’. Slow culture shifts over centuries, while fast culture can 

change in just a few years. Together they create cultural landscapes too enormous and complex to 

capture in a short document. 

This snapshot offers exactly that – a snapshot. It’s a taste of American culture in 2016. We’ve 

combined datasets from internationally recognised measures of culture – like Geert Hofstede’s 

Cultural Dimensions – with local statistics and case studies that explore areas where culture is moving 

particularly fast, and which we think will be the building blocks of the cultural landscape in the future.

2016’s US Cultural Snapshot looks at how citizen journalists are flipping the script on power, why 

grandparents are becoming an ever more crucial part of the family unit, and why the young are under 

more pressure than ever.

 

Susie Hogarth 

Senior behavioural analyst

INTRODUCTION
WHAT IS A CULTURAL SNAPSHOT?



I think one of the underlying feelings that runs through 
American consumer culture today is fear. There’s a 
generalised fear of terrorism, drummed up further by the 
presidential race. But, perhaps more pertinently, there’s 
a low-level fear as young Americans are asking ‘will I get a 
good job? Will I be able to retire? Will I be better off than 
my parents?’ And the answer is increasingly no. Some 
people are okay with that. They’re downshifting, setting 
sights lower. They’re trying to be considered in their 
materialistic values.

Yet we have also seen a groundswell of people coming 
together and creating things in the form of Maker 
Culture and renewed forms of social collaboration 
and experience. The foodie movement continues to 
grow to huge proportions in the US, and so much of it 
revolves around events and coming together. People 
are seeking out interesting experiences, going to tasting 
dinners, going to local breweries and distilleries. They’re 
combining leisure with social connection, learning and 
also a sense of self-identity – this is who I am.

“Young Americans 

are asking ‘will I get 

a good job? Will I be 

able to retire? Will I 

be better off than my 

parents?’”

Jonathan Schroeder, William A. Kern Professor 
in Communications, Rochester Institute of 
Technology

The desire to express identity is more pertinent than 
ever, as social media has made the expression of your 
political, ethical, racial or sexual identity that much more 
salient. And what’s interesting is we’re seeing brands 
really take ownership of it. Bruce Springsteen might be a 
musician, but he’s also a brand. He’s boycotted his North 
Carolina concerts, where he’d already sold 15,000 tickets, 
because of the state’s anti-gay and lesbian laws. People 
don’t want to identify with that. In another realm, Apple is 
taking a stand against the FBI; the public letter it posted 
explaining its decision to resist the agency’s requests 
to change its security features garnered considerable 
support. People liked the fact that the company was 
sharing what they stood for.

We live in an interesting time, when brands can actually 
take the lead on social issues and say, for example, ‘we’re 
not going to locate our new headquarters in your state if 
you have regressive laws’, or ‘we’re not going to comply 
with your legislation if it damages our ethics’. Brands 
don’t necessarily have to follow anyone’s lead anymore or 
latch on to a cause. Today, brands can be leaders.

FIRST THOUGHTS
VIEW FROM AN EXPERT



ECONOMY

TECHNOLOGY

DEMOGRAPHICS

POP CULTURE

Government
Republicans control both Houses of Congress

Internet penetration
89%

Most popular US websites 
BuzzFeed, Fox News, Yelp

Population
321 million

Economic growth
The US economy grew 2.4% in 2015

Smartphone penetration
72%

Most Googled celebrities
Lamar Odom, Caitlyn Jenner, Ronda Rousey

Ethnic make-up
77% White, 13% Black, 5% Asian

Most popular social network
Facebook

Word of the year
‘-ism’

Employment rate
 95%

Average wage
$46,482

Average house price
$210,800 

Online shopping
 69% of Americans regularly shop online

Most watched TV show
Game of Thrones

Religious make-up
71% Christian, 23% No religion, 6% Other

$

US: AT A GLANCE 
THE BASICS

http://www.bls.gov/news.release/empsit.nr0.htm
https://www.quantcast.com/top-sites
http://www.census.gov/quickfacts/table/PST045215/00
http://www.bea.gov/newsreleases/national/gdp/2016/gdp4q15_3rd.htm
http://www.pewglobal.org/2016/02/22/smartphone-ownership-and-internet-usage-continues-to-climb-in-emerging-economies/
https://www.google.com/trends/topcharts#date=2015
http://www.census.gov/quickfacts/table/PST045215/00
http://www.pewinternet.org/2015/01/09/social-media-update-2014/
http://www.merriam-webster.com/words-at-play/woty2015-top-looked-up-words-ism
http://www.bls.gov/news.release/empsit.nr0.htm
https://www.ssa.gov/oact/cola/AWI.html
http://www.realtor.org/news-releases/2016/03/existing-home-sales-fizzle-in-february
http://www.mintel.com/press-centre/technology-press-centre/nearly-70-of-americans-shop-online-regularly-with-close-to-50-taking-advantage-of-free-shipping
http://www.tv.com/shows/
http://www.pewforum.org/religious-landscape-study/


MORAL CODES
Americans have very strong ideas about what is ‘good’ and ‘evil’. However, 

they’re becoming more accepting of issues like homosexuality, premarital 

sex, co-habitation and the legalisation of recreational drugs. (Source: Gallup)

POLITICAL POLARISATION 
The US is more politically polarised than ever. The share of Americans who 

express consistently conservative or consistently liberal opinions has doubled 

since 1994, from 10% to 21%. (Source: Pew)

RELIGIOUS
The US is a decidedly Christian nation. However, the Christian majority is 

declining; between 2007 and 2014, those who did not identify with any 

organised religion increased by 6.7%. (Source: Pew)

CHANGING VALUES
67% of Americans rank freedom of speech as the most important value, 

followed by freedom of religion (61%), free enterprise (50%), social equality 

(50%), and tolerance of others (26%). (The Atlantic/Aspen Institute)

STRONG INDIVIDUALS
With a high score of 91 on Hofstede’s Individualism dimension, the US is 

one of the most individualist cultures in the world. Americans place a great 

emphasis on personal freedoms and are increasingly suspicious of the role of 

federal and state government in their personal lives. (Source: Geert Hofstede)

MOSTLY MALE
With a Geert Hofstede score of 62 on the masculine/feminine scale, the 

US is a highly ‘masculine’ society, focused on ‘winner takes all’ competition, 

achievement and success. The desire to be the best is a collective value 

shared throughout society and industry. (Source: Geert Hostede)

VALUES: AT A GLANCE
INDIVIDUALISTIC, RELIGIOUS, AND HIGHLY COMPETITIVE

67%



AMERICA’S HOPES ARE 
PINNED ON THE YOUNG 
– AND THEY’RE WORKING 
HARDER THAN EVER
We’re number one! We’re number one! It’s a 

heartfelt chant that most Americans have yelled 

at some point in their lives. However, research 

shows that America’s confidence in its status as 

a world leader is slipping; only 37% of US citizens 

see the country as the world’s leading economy. A 

soft economy, a shrinking middle class, and a lack 

of quality jobs have seen many Americans’ quality 

of life crumble over the past ten years. Concerned 

for their future in an increasingly competitive 

world, parents are encouraging their children to 

give nothing less than their absolute best. Despite 

concerns over record levels of stress among youth, 

America’s culture of competition is creating a 

whole new generation ready to take on the world.

Why is this important?
Previous generations were united under a patriotic 

banner of national advancement. Today, the US 

is building a culture of individual competition to 

enrich its talent pool. To reach this goal, the US 

Department of Education is raising educational 

standards. A record number of high school 

students are now taking college and honours level 

classes; 33.2% of public high schoolers in the class 

of 2013 took college level courses, compared to 

just 18.9 % in the class of 2003. 

 

What does it mean for brands?
A tremendous amount of expectation and hope 

is being placed on young people today. The US 

is preparing its youth to not only be a global 

power, but to be number one among classmates. 

American students are living in a culture of 

overachievement, and the pressure to perform is 

beginning as early as elementary school. With the 

private tuition industry now valued at $4.5 billion, 

youth and their families are increasingly turning 

to college consulting services like IvyWise and 

Veritas Prep, which offer exam prep, application 

assistance, and even counseling, all to get them 

into their dream schools. Brands looking to 

connect with youth should consider their role 

in this new reality. They can provide assistance 

with financial planning, nutrition, wellness, 

stress management, and intellectual enrichment, 

ensuring that these children are given a better 

chance to succeed – and keeping the brand at the 

forefront of their minds at the same time. 

For today’s teens, studying is serious business (Howard 
County Library System, 2015)

VALUES: CASE STUDY
BRIGHT YOUNG THINGS

$4.5 billion
Value of the American 
private tuition industry
(Source: The New York Times)

Young people are feeling the weight of a 
nations’ hopes on their shoulders (Texas A&M 
University, 2015)

http://www.gallup.com/poll/189347/americans-china-top-economy-future.aspx
https://www.collegeboard.org/releases/2014/class-2013-advanced-placement-results-announced
http://www.nytimes.com/2014/03/09/magazine/the-story-behind-the-sat-overhaul.html?_r=0


SELF-RELIANCE
The US scores 40 on Geert Hofstede’s Power Distance Index. With an 

increasingly critical eye on social benefit programs, many Americans believe 

that individuals are responsible for their own destiny and should not rely too 

much on the government for support. (Source: Geert Hofstede)

DEMANDING JUSTICE
Public protests against police brutality have prompted widespread discourse 

about systematic discrimination and injustice in the US. Nearly half (48%) of 

Americans mistrust the intentions of police officers, and only 23% say they 

have confidence in the criminal justice system. (Sources: Ipsos, Gallup)

CORPORATE INFLUENCE
From industry lobby groups to corporate monopolies, 63% of US adults say 

they are dissatisfied with the size and influence of major corporations. The 

proportion of Americans with a positive view of the pharmaceutical industry 

dropped from 40% in 2014 to 35% in 2016. (Source: Gallup)

FEELING ALIENATED 
A feeling of alienation among Americans reached its highest point in 2015; 

90% say that politicians and policy-makers are out of touch with the rest of 

the country. Additionally, 85% think that those in office don’t really care what 

happens to Americans, up from 73% in 2011. (Source: The Harris Poll)

SCEPTICAL VOTERS
Only 34% of Americans are satisfied with the government. They don’t expect 

much to change in the future either. For the 2016 election, more voters say 

each candidate would make a ‘terrible’ president rather than a ‘great’ one. 

(Sources: Gallup, Pew)

GLOBAL DOMINANCE
Only 37% of Americans see the US as the reigning global leader. While 50% of 

them see China as the top economy, 44% expect the US reclaim its top status 

in 20 years. (Source: Gallup)

POWER: AT A GLANCE
DISILLUSIONMENT, EMPOWERMENT AND DEMANDS FOR CHANGE

48%



SMARTPHONES ARE 
TURNING THE SPOTLIGHT 
ON AMERICAN INJUSTICE 
The fatal shooting of unarmed black teen Michael 

Brown by a white enforcement officer ignited 

protests across the US, highlighting Americans’ 

frustration with systematic racism, inequality, 

police brutality and biased media reporting. 

Protected under the First Amendment, a swell of 

citizen journalists and activists like Ramsey Orta 

have taken to social media to document and 

broadcast confrontations for themselves. With 

60% of Americans mistrusting mass media and 

only 52% trusting police officers to be fair and just, 

the popularity of citizen and neighbourhood watch 

groups like Occupy.com and Cop Block are quickly 

becoming an alternative source of news.

Why is this important?
In an era of camera-equipped smartphones 

and viral videos, tech-enabled transparency is 

levelling the imbalance of power not only between 

American consumers and corporations, but 

citizens and government agencies as well. Whether 

the water crisis in Flint, Michigan, the toxic spill in 

the Animas River in Colorado, or the death of Eric 

Garner, first-person video captured by activists 

and bystanders has proven to be a persuasive 

vehicle for political and societal change, shifting 

the narrative focus away from the powerful. 

Marginalised groups have been able to turn the 

camera lens at systematic problems in the US, like 

corruption and discrimination. 

What does it mean for brands?
While Americans may demand justice after viewing 

a video exposé, they may not necessarily know 

how to act proactively. Complaining online is 

easy, but finding those that have the power and 

capability to foster positive change is harder. 

Unlike government agencies that may be slow 

to respond when tragedies strike, brands have 

a unique opportunity to mobilise immediately 

and reach out to communities in need. While 

some brands may question their credibility and 

involvement in such matters, 88% of young 

consumers want to see brands ‘effecting real 

change’ in their community. People respond 

positively to genuine, in-person outreach efforts 

made by brands. For Coca-Cola, Walmart and 

Pepsico, that meant delivering bottled water to the 

residents and school children in Flint, Michigan. 

For Tide, it was the Loads of Hope campaign 

that brought mobile laundromats to flood and 

hurricane disaster areas.

Distrust of the media’s entrenched biases is 
growing (Thomas Hawk. 2015)

POWER: CASE STUDY
BREAKING NEWS

60%
of Americans mistrust mass 
media
(Source: Gallup)

Tide’s Loads of Hope campaign reacted to a public crisis 
with real action (Michelle Lane, 2009)

http://www.gallup.com/poll/185927/americans-trust-media-remains-historical-low.aspx
http://www.ipsos-na.com/download/pr.aspx?id=14169
https://pinpointmarketresearchblog.com/2015/03/01/twenty-somethings-want-brands-to-support-their-causes/
https://pinpointmarketresearchblog.com/2015/03/01/twenty-somethings-want-brands-to-support-their-causes/
https://pinpointmarketresearchblog.com/2015/03/01/twenty-somethings-want-brands-to-support-their-causes/


Supporting legalisation
Americans are increasingly ready to legalise marijuana and many also believe 

it’s no more hazardous than alcohol. A full 80% support its medical use and 

50% support recreational legalisation. (Source: The Harris Poll)

Fit is pretty 
While the US struggles with record levels of obesity, young Americans’ health-

consciousness could reverse this trend. Three-quarters of 13- to 33-year-olds 

say they work out 1-7 times a week, and 59% say ‘being fit is the new pretty’. 

(Source: YPulse)

Netflixing together
58% of Netflix subscribers would rather stay home and watch a film than go 

out to the cinema. Two-thirds (67%) prefer to watch shows with their loved 

ones, and 52% say streaming together allows them to bond. (Source: Ipsos)

Boozy vices
The US scores 68 on Geert Hofstede’s Indulgence measure. This suggests 

that Americans have a strong appetite for fun, but may have a hard time 

controlling their vices; 30% of US men and 18% of women drink excessively at 

least once a month. (Sources: Geert Hofstede, The Washington Post)

Let’s play
67% of 18- to 29-year-olds say they play video games. A widely respected 

entertainment medium in the US, 45% of adults think gaming is a better way 

of spending leisure time than watching TV. (Source: Pew)

Rectangle eyes
While 45% of Americans try to disconnect from tech on a weekly basis, many 

find it hard to put their phones down. Americans spend an average of two 

and half hours a day connected to the internet. (Source: Nielsen)

PLEASURE: AT A GLANCE
SCREEN TIME MEETS WE TIME

2.5



LOOKING FOR 
TOGETHERNESS AND 
FUN, AMERICANS ARE 
EMBRACING PLAY 
Americans are seemingly obsessed with playing. 

Eager for a break from adult responsibilities, 

they’re flocking to fantasy football leagues, 

tabletop gaming meet-ups and adult summer 

camps. With a roll of a 20-sided dice, a crack of a 

wiffle ball bat, and a click of a Lego brick, more and 

more of them are seeking like-minded people to 

unwind with and share in game-based activities. 

The rise of ‘kidult’ entertainment – like the 

massively popular San Diego Comic Con, obstacle 

course-themed 5K runs, and real-life room escape 

games – suggests that American attitudes to 

recreation are evolving as grown-ups embrace 

their inner child. ”Play matters, no matter how 

old you are. The only thing that’s changed is the 

stigma,” says psychologist Kathryn Hirsh-Pasek.

Why is this important?
Over the last three decades, Americans have 

become less participant-oriented and less likely 

to join social and civic groups. Demanding jobs, 

parenting and elder care make leisure an elusive 

commodity for many, and the growing interest 

in recreational social groups speaks to a desire 

to re-establish supportive communities. “Play is 

the real-life social network. It’s a social catalyst 

that creates immediate common ground between 

strangers and makes it easy to forge friendships 

that can last a lifetime,” says stress management 

expert Joe Robinson. Furthermore, participating in 

group-based activities, whether pub quiz nights, 

softball teams, or colouring groups, has been 

shown to reduce a number of health and social 

issues including obesity, anxiety and depression.

What does it mean for brands?
Americans are ready to play, and they’re 

looking for playmates. While social media offers 

immediacy, it doesn’t sate the psychological need 

to truly connect with others face-to-face. In fact, 

Americans are increasingly looking for ways to 

bridge their online social networks and interests 

to their social life offline. Friendship services 

like Bumble BFF and Meetup.com are fulfilling a 

very real need many for adults – finding platonic 

friends. Brands looking to tap into America’s 

budding interest in recreational activities should 

focus not only on the fun factor of their products 

and services, but also for their ability to bring 

people together.

Play might have been monopolised by kids in 
the past, but growing numbers of adults are 
taking it seriously (Thomas Hawk, 2016)

PLEASURE: CASE STUDY
ADULT PLAYTIME

Apps like Bumble BFF are tapping into people’s desire to 
connect platonically (Bumble BFF, 2016)

28th
The US’ ranking among 37
advanced nations in terms 
of ‘work-life balance’ 
(Source: OECD)

http://www.refinery29.com/2016/03/105213/bumble-dating-app-make-friends
http://www.meetup.com/


SHRINKING MIDDLE CLASS
After 40 years of being the US economic majority, the American middle class 

is losing ground and falling behind financially. In 2015, 120.8 million adults 

were in middle-income households, compared with 121.3 million in lower- 

and upper-income households. (Source: Pew)

INCREASING OPTIMISM
Despite uncertain economic times, Americans’ optimism about their standard 

of living was higher in 2015 than in any other year since 2008. (Source: Gallup)

OVEREDUCATED AND IN DEBT 
America’s consumer debt burden is enormous and growing; the average 

American with any consumer debt owes over $25,000. College graduates now 

have an average of $35,000 in student loan debt, and this weight is delaying 

major purchases and milestones. (Sources: Gallup, The Wall Street Journal)

PERCEPTION OF INEQUALITY GROWS
81% of American adults believe the rich are getting richer, and the poor are 

getting poorer, rising from 73% in 2011. (Source: The Harris Poll)

START-UP AND STALLED NATION
55% of all jobs in the US are created by start-ups and SMEs. However, due to 

a rising number in personal debt, the creation of new businesses has been on 

a steady 30-year decline. (Sources: SBA, Gallup)

MONEY MATTERS
Despite growing concerns over terrorism, discrimination and the 

environment, 39% of Americans named economic issues – including 

unemployment, the federal budget, and wages – as the most important 

problem facing the nation. (Source: Gallup)

MONEY: AT A GLANCE
DEBT DELAYING ECONOMIC DEVELOPMENT

81%

39%

$35,000



EDUCATED AND BROKE, 
UNIVERSITY GRADUATES 
ARE REDEFINING THE 
MIDDLE CLASS
The US has never been more educated – or more 

in debt. Over 40% of Americans have earned a 

college degree or higher, and many of those are 

still paying off their college loans well into their 

40s or later. Once the ticket to a middle class life, 

the rising cost of a college education is becoming 

more and more of a financial albatross for 

Americans. Graduating with an average of $35,000 

in student loan debt, today’s youth are joining 

the ranks of an ever-expanding, overeducated 

and underemployed populace, redefining what it 

means to be middle class.

Why is this important?
For graduates in debt, life’s milestones have to 

wait; 43% have put off plans to buy a home, one in 

four have pushed back having children, and 19% 

say their student debt was an obstacle to getting 

married. Feeling increasingly alienated from 

the comfortable middle class lifestyle they were 

raised in, these young consumers are struggling 

to balance their former high expectations with 

reality. The long term implications are substantial. 

Middle income Americans, once the backbone of 

the US economy, no longer make up the majority 

of consumers. Until they can find their financial 

footing, the consumer-based American economy 

may have a hard time sustaining itself.

What does it mean for brands?
Despite the grinding reality of student loan debt, 

a quick look at Pinterest shows the American 

consumer dream is still very much alive. Unwilling 

to give up on aspiration, these luxury-loving yet 

price-conscious consumers are finding new ways 

to maintain the semblance of a middle class 

lifestyle. H&M, IKEA and Target’s popularity among 

the aspirational middle class is indicative of how 

style, substance and price can completely hook a 

generation. Target has made incredible inroads 

with this group by upping the hip factor across 

all of its product sectors, successfully taking on 

pricier competition like Anthropologie or Trader 

Joe’s, while maintaining low prices. Brands looking 

to build lifelong relationships may have to retool 

their product offering and price points to remain 

relevant to this cash-strapped group.

In a digital age, worrying about money isn’t a 
barrier to good taste (Tina Leggio, 2014)

MONEY: CASE STUDY
BROKE WITH EXPENSIVE TASTE

$35,000
Average amount of student 
debt held by US graduates
(Source: Wall Street Journal

Brands like H&M are offering aspirational. design-led 
products at bargain prices (Loot, 2015)

http://hechingerreport.org/proportion-of-americans-with-college-degrees-continues-to-eke-up/
http://hechingerreport.org/proportion-of-americans-with-college-degrees-continues-to-eke-up/
http://blogs.wsj.com/economics/2015/05/08/congratulations-class-of-2015-youre-the-most-indebted-ever-for-now/
http://blogs.wsj.com/economics/2015/05/08/congratulations-class-of-2015-youre-the-most-indebted-ever-for-now/
https://www.credible.com/blog/honey-will-you-marry-me-after-i-pay-down-my-student-loans/?utm_source=blog&utm_medium=internal-link&utm_campaign=2016-2271
https://www.credible.com/blog/honey-will-you-marry-me-after-i-pay-down-my-student-loans/?utm_source=blog&utm_medium=internal-link&utm_campaign=2016-2271
https://www.credible.com/blog/honey-will-you-marry-me-after-i-pay-down-my-student-loans/?utm_source=blog&utm_medium=internal-link&utm_campaign=2016-2271
https://www.credible.com/blog/honey-will-you-marry-me-after-i-pay-down-my-student-loans/?utm_source=blog&utm_medium=internal-link&utm_campaign=2016-2271


MONOGAMISH 
While 90% of Americans are satisfied in their current relationship, one in 

six have cheated on their partner. More are moving away from marriage, 

with 19% believing that it is an outdated institution. However, open or 

polyamorous relationships still remain a taboo. (Source: Ipsos)

STRESSED WORKING MOTHERS
70% of US mothers work or are looking for work. Despite being an economic 

necessity for many American families, 60% of working mums say balancing 

the job and family life is difficult. (Source: US Department of Labor)

INTERGENERATIONAL FAMILIES
A record 57 million Americans, or 18% of the US population, live in 

multigenerational family households – double the number of those who lived 

in such households in 1980. (Source: Pew)

INTERRACIAL FAMILIES GROW
Interracial marriage is on the rise in the US; 12% of newlyweds are married to 

someone of a different race. Additionally, the share of multi-racial babies rose 

from 1% in 1970 to 10% in 2013. (Source: Pew)

SANDWICH GENERATION
23% of Americans are ‘sandwiched’ between their children and their parents, 

– they have ageing parents aged 65 or older and are raising a young child. 

(Source: Pew)

DIGITAL INTIMACY
88% of Americans say that they met their current partner offline. However, 

once together, tech is increasingly being used to flirt and bond; 41% of 18- to 

29-year-olds in serious relationships have felt closer to their partner because 

of online or text message conversations. (Source: Pew)

RELATIONSHIPS: AT A GLANCE
GRAND DESIGNS

41%



GRANDPARENTS HAVE 
PRIMARY ROLES IN 
CHILDREN’S LIVES

Babysitter, caregiver, provider, best friend and 

chief spoiler – grandparents play a very special 

role in the lives of young Americans today. The 

impacts of two-parent working households, 

single parenthood and the rising costs of daycare 

have prompted more grandparents to up their 

contribution of childcare and financial support to 

their families. Six in ten (59%) grandparents say 

they play a very important part in the lives of their 

grandchildren, and 16% provide childcare while 

parents are at work or school. Their eagerness to 

help out is illustrative of the close bonds American 

Boomers share with both their own children and 

their Gen Z grandchildren. 

Why is it important?
After an era of fierce social independence and 

nuclear households, studies show that reliance 

on intergenerational support is becoming the 

norm for more and more Americans. Around 

2.7 million grandparents provide for the bulk of 

their grandchildren’s needs, up from 2.4 million in 

2006. Even among those not acting as a primary 

caregiver, support is considerable – 62% provide 

financial support to their families, with 40% 

spending more than $500 on their grandchildren 

annually. Many grandparents feel that the current 

needs of their family outweigh their own future 

needs; 34% know their generosity is negatively 

impacting their own financial security.

What does it mean for brands?
Brands are already wising up to the growing role 

grandparents play in the family unit, and the 

unique nature of the bond between older carers 

and their little ones. Toilet paper brand Deutsch 

created a tear-jerking spot celebrating the ‘soft, 

strong’ love given by grandparents (and their 

products’ similar qualities). It’s this softness that 

sees grandparents happily spoiling their grandkids 

something 89% of American grandparents 

acknowledge. Two-thirds (67%) of seniors say 

they go out to dinner with their grandchildren, 

65% go shopping, and 41% take them on trips. 

It’s a reminder that while they hope to contribute 

to their grandkids’ future in meaningful ways, 

like starting college funds and leaving them 

an inheritance, flush Boomer grandmas and 

grampas are equally happy to splash out on their 

extended families. Brands looking to connect with 

doting grandparents should realise the growing 

importance they play in their children’s and 

grandchildren’s lives.

62%
of grandparents provide 
financial support for their 
families
(Source: MetLife)

Young at heart and happy to lend a hand, 
today‘s grandparents are forging strong bonds 
with their grandkids (Donnie Ray Jones, 2015)

RELATIONSHIPS: CASE STUDY
NANNY STATES

Deutsch’s TV spot directly targeted grandparents’ soft spot 
for their grandkids (Deutsch, 2015)

http://www.aarp.org/content/dam/aarp/research/surveys_statistics/general/2012/Insights-and-Spending-Habits-of-Modern-Grandparents-AARP.pdf
http://www.aarp.org/content/dam/aarp/research/surveys_statistics/general/2012/Insights-and-Spending-Habits-of-Modern-Grandparents-AARP.pdf
http://www.aarp.org/content/dam/aarp/research/surveys_statistics/general/2012/Insights-and-Spending-Habits-of-Modern-Grandparents-AARP.pdf
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